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The term "hospitality" refers to the business of hosting or receiving guests. This involves providing a place for people to meet and have fun, as well as hosting conventions and other events geared toward tourists. Strategic planning is essential in any firm, but more so in the tourist and hospitality sectors (Jobber and Ellis-Chadwick, 2020). In order to differentiate themselves from one another, both Hotel Sheraton and Premier Inn use comparable and distinct marketing strategies. During the period of Covid-19, these two hotels took very different approaches (Kotler et al., 2020). This assignment will examine the significance of leadership and entrepreneurship in the hotel business that is followed by these two hotels.
The Sheraton Hotel Group delivers high-end amenities and services to its guests and employs marketing tactics designed to increase the hotel's clientele. Developing the company's strategic capabilities is essential to expanding its presence in the marketplace (Chaffey and Ellis- Chadwick, 2019). Marriott International operates a network of hotels known as Sheraton. Its roots may be traced back to 1937, when it was established in Springfield, Illinois, USA. The company's headquarters are in White Plains, New York. It provides service to 441 different sites worldwide. The hotel's primary objective of Sheraton is to guide its guests in the right route and deliver exceptional service. One of the key factors in achieving the goal of Sheraton Hotel's projected expansion and competitive advantage is the company's dedication to constant improvement via innovation and value addition (Kotler and Kartajaya, 2017). While the hotel industry is highly competitive due to the presence of both established and up-and-coming businesses, Sheraton Hotel has been successfully retaining new entrants and expanding its market share. Hotel Sheraton's diversification into other areas of business has proven to be an innovative move (Bowie et al., 2016). Among its many endeavours, it offers tailor-made services and packages to the hotels in its network. 
Sheraton Hotels' business strategy has been driven by the company's commitment to diversifying the types of services it offers, which has helped its rivals acquire an edge. The hotel Premier Inn, originally opened 20 years ago under the name Travel Inn and quickly became well-known for having all of its rooms decorated in a similar fashion. This was an idea stolen from a rival Travel Lodge. The hotel chain decided to rebrand itself in 2007 by dropping the word "Travel" from its name and replacing it with Premier Inn (Smith and Zook, 2020). The hotel's management explained the rebranding as an effort to set themselves apart from Travel Lodge, a major rival.   Name similarity does not encourage competition because each company's management approaches business and customer service differently. Important considering the hotel's size and the anticipated number of employees, which might top 50,000 with the launch of 400 planned new outlets. Keeping the hotel afloat in the current market requires seamless coordination between management and service quality (Kotler et al., 2020). The brand positioning of Premier Inn is founded on one central idea. Every guest is guaranteed a restful stay there. If visitors don't get this, we'll refund their purchase. They have a distinct brand advantage in the crowded hotel industry because no other properties offer this (Kotler and Kartajaya, 2017). That is why they are standing as a giant hotel company compared to others. 
Hotel Sheraton now has more than 3,000 open hotels with over 300,000 rooms in over 2100 cities throughout the world. Over a third of IHG's global pipeline consists of Sheraton hotels, which are scheduled to launch at over 650 locations over the next few years (Bowie et al., 2016). Sheraton routinely extrapolates the available data to estimate the market's future growth rate. The company uses this data to better understand where the industry stands in its lifecycle. During Covid-19, overall revenues at Premier Inn were down 71.4% year over year, as indicated by the firm in its preliminary results announcement, reflecting the effect of these restrictions and the shutdown of hotels and restaurants for significant parts of the year (Smith and Zook, 2020). Since its reopening in August, Premier Inn has greatly outperformed the UK's midrange and economy hotel sector, with customer scores also remaining quite high throughout this period. German markets and hotels saw reduced occupancy rates as a result of the pandemic. In spite of this, Premier Inn was able to significantly quicken the expansion of our hotel network during the year, with a total of 72 properties in the open and committed pipeline. This gives us a solid foundation from which to expand our brand.





A popular budget hotel chain in the United Kingdom is Premier Inn. Whitbread founded the company in 1987. Its primary market is the United Kingdom (UK), but it does business in a number of other countries as well (Chaffey and Ellis- Chadwick, 2019). As a leader in the hospitality sector, Hotel Sheraton successfully combines the four Ps to achieve its objectives. There are five main categories under which Hotel Sheraton offers its products; these correspond to distinct product lines. Everything it produces is marketed under that label. It offers a wide selection of products, letting customers find what they need among the many possible options (Osman, Hemmington and Bowie, 2019). Premier Inn has a variety of accommodation options to accommodate its guests' needs. The hotel's family rooms, for instance, feature a king-size bed, two twin-size pull-out mattresses or sofa beds, and a baby crib (Gilbert and Kapur, 2019).
Sheraton currently has a pricing strategy that is based on market competition to determine its price points (Renaghan, 2020). This is because there are many businesses operating in the same field, thus information about them is readily available. Premier Inn offers a variety of pricing plans, including "Flex," "Semi-Flex," "Advanced," "Regular," and "non-Flex". All of them give buyers a selection of alternatives (Toma and Grădinaru, 2018). Place: There are two different marketing channels that Hotel Sheraton uses to offer their products. The first way is through the help of its website, which offers customers buying opportunities from the company without any interaction with middlemen. The second method is through selective wholesalers, who sell to merchants in every state (Xie, 2018). Premier Inn operates more than 800 hotels in the United Kingdom and overseas in countries like Ireland, the United Arab Emirates, and Qatar. Both the hotel's website and mobile application allow guests to make reservations with ease (Raeesi, 2020). Due to their large monthly user bases, the Hotel Sheraton primarily focuses their social media marketing efforts on YouTube, Facebook, and Twitter (Batinić, 2018). Premier Inn plans to spend £20 million on marketing in 2022, with an emphasis on expanding the company's digital presence.




The Sheraton Hotel, a forerunner in the hospitality sector, has launched its "Green Today, Green Every Day" sustainability program, a comprehensive effort to make hotel stays and its services as ecologically sound as possible (Kamala, 2018). Emphasizing visitor agency through "Make A Green Choice" (MAGC). Premier Inn has made a commitment to lessening its negative effects on the environment. Premier Inn has promised to phase out the usage of disposable plastics in all of our lodging establishments by the year 2025 as part of this pledge (Ozdipciner, Ceylan and Soydas, 2020). The company is already collaborating closely with its vendors to catalogue its plastic consumption and implement replacements when feasible. 
The Sheraton Hotel suffered greatly as a result of the global Covid-19 outbreak. Following a successful beginning to 2020, the Covid-19 issue rocked Sheraton's everyday operations, negatively impacting its management, sales, and employment. As a result of travel anxiety and international travel limitations, demand has significantly decreased. Hotel Sheraton's brands and employees are prepared to receive back visitors now that vaccines have made it secure for them to travel since they think the world is designed to be seen (Abubakar, 2020). The company takes care of any problems that come up as soon as possible and in as much detail as is necessary to ensure the best possible outcome for everyone involved. Premier Inn places a premium on the health and safety of its patrons, customers, and employees. In light of the events with Covid_19, Premier Inn Commitment strengthens existing protocols for cleanliness and safety. As part of the Premier Inn Promise, every hotel will employ a "Hygiene and Wellbeing Leader" who has received specialised training to ensure the cleanliness of the property at all times (Şengel et al, 2020).
The assignment details the daily routines at both the Sheraton and the Premier Inn, down to the evaluation of strategic resources. Reputation and brand integrity must be protected at all costs, which calls for efficient company culture and a capable management approach. Analysis of sustainable practices must take into account the organisations, present strategy and aims. The current strategy for both companies can be better understood by looking at their internal and external environments. Sustainable practices must be used if a company is serious about staying competitive. There are several serious problems at the Sheraton Hotel that need to be taken into account by the strategic management team if they want to see the company expand and prosper. Premier Inn Hotel needs to focus on providing more diversified offerings to seize market share.
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